﻿MARKETING COMMUNICATION THROUGH THE INTEGRATION OF NEW MEDIA AND TRADITIONAL MEDIA: THE INSIGHTS N A ADZHARUDDIN Universiti Putra Malaysia, Faculty of Modern Languages & Communication, Department of Communication 43400 Serdang, Selangor Darul Ehsan, Malaysia Tel: (Office)+603-98468768 (Mobile)+6013-3188801 Fax: +603-89485950 E-mail: azura318@gmail com ABSTRACT The paper demonstrates the current trend of advertising research that has moved towards integrating two or more media using both the traditional media and the new media Recent advertising researches have shown that the repetition of a particular advertising feature across two different media has been found to reinforce the effectiveness of marketing communication It has also been proven influential in improving memory and the attitude of consumers Based on the positive and encouraging recent findings, more studies should focus on examining advertising effects using the integration of the traditional medium (television) and the new medium (the Internet) Bearing in mind that the position of the Internet have progressed rapidly in the past, it is possible that the Internet can play a major role in advertising, going hand in hand with the traditional medium especially television Keywords: marketing communication, integration, advertising, traditional media, new media, channels of communication INTRODUCTION Research in advertising has progressed considerably throughout the years An abundance of studies can explain for the differences in advertising strategies The trend has changed from a consumer being exposed to one channel to multi- channels of media This means that marketing communication strategies used to attract the attention of consumers have changed from promoting a product using one medium to using more exhaustive list of means One of the strategies is by choosing the right combination of media to convey advertising messages to a specific group of consumers This has been popularly known as the marketing mix strategy Advertisers have to ensure that the marketing strategy using channels of communication chosen is the best strategy to facilitate the communication process between consumers and the product At the same time, advertisers should also find a way to increase the effectiveness of their advertising strategies The success of advertising should lead to improved memory and attitude of consumers and in turn would guide the purchase of the particular product N A Adzharuddin - Marketing Communication Through The Integration of New Media … INTEGRATION OF MEDIA OF COMMUNICATION There were many advertising studies done in the past which particularly focused on traditional media such as television (Chowdhury, et al , 2007; Moorman, et al , 2007; Moorman, et al , 2005) and print media such as magazine (Malthouse, et al, 2007) and newspapers (Dahlen and Edenius, 2007) The emergence of new technologies such as the Internet has called for further investigation Studies in the past focused on the traditional media and their audiences, concentrating on issues such as ‘recall', ‘attitude' and ‘brand choice' and their relations to consumers (Pavlou and Stewart, 2000) Current research trends have now moved towards issues such as interactivity or a two-way communication, highlighting the fact that the customers are active players rather than passive recipients This means that the move is not to change entirely the traditional way of communicating advertising messages to consumers but also to consider the rise of other types of advertising such as the advertising in the Internet and integrate the technology “into their reciprocal communications” (Pavlou and Stewart , 2000, p 5) Even though studies on the Internet as one of the advertising media (Chiagouris and Lala, 2009; IAB, 2009; Bruner and Kumar, 2000; Dreze and Zufryden, 1998) have widely been researched, studies on the combination of channels as the medium to communicate persuasive advertising messages and their impact upon consumers have been quite limited to a few studies (Wakolbinger, et al , 2009; Dahlen and Edenius, 2007; Chang and Thorson, 2004; Brackett and Carr, 2001; Gallagher, et al , 2001; Edwards and La Ferle, 2000; Bezjian-Avery, et al , 1998) Therefore, further research is needed to fill the gaps in this area of advertising research and to explore the potential of both traditional and non- traditional media such as the Internet In addition to that, the media effects were not solidly proven and researchers have been focusing on a particular medium only and a combination of online and prints advertisements Thus, the gap should be filled with an insightful study which integrates traditional and non-traditional media advertising Many previous studies on the integration of medium focused on print and television medium (Sheehan and Guo, 2005; Kumar and Krishnan, 2004; Stafford, et al , 2003) or only on a particular medium such as television (Chowdhury, et al , 2007; Moorman, et a l, 2007; Braun-LaTour and LaTour, 2004) and especially the print medium such as magazine (Malthouse, et al , 2007; Kent, 2002) Not many studies focused on the new medium, the Internet and television as the established traditional media Only recently, advertising researches have shown trends of the emerging interests of such studies (Christophers, 2008; McIlroy, 2008; Dahlen and Edenius, 2007; Chang and Thorson, 2004) Nevertheless, such studies did not look into the impact of advertising upon memory and attitude through the utilization of specific similar feature across the two different media One study done focusing on 18 The Public Administration and Social Policies Review IV Year, No 1(8) / June 2012 the integration of similar features such celebrity endorsement across two different media (television) and the Internet has been done in the United Kingdom (Adzharuddin, 2010) This study also supported previous research done by the Internet Advertising Bureau which found that the integration of television and the Internet has been effective in communicating persuasive messages to consumers (IABUK, 2009) ADVERTISING THROUGH THE INTERNET Though advertising in the web and advertising in other media have the same goals and share several common features, there are certain characteristics that differentiate between them Thus, researchers have focused on different aspects of issues in advertising with different scope of study Various studies have sought to determine the various types of advertising effects on the Internet such as the effects of advertising on brand image, on awareness of brand being advertised (Nam and Sternthal, 2008; Miller and Berry, 1998; Yi, 1990); the relations with memory and brand-related attributes (Chowdhury, et al , 2007; Peracchio and Meyers-Levy, 2005; McQuarrie and Mick, 2003; Ambler and Burne,1999); attitudes toward websites (Coyle and Thorson, 2001; Shamdasani, et al , 2001; Bruner and Kumar, 2000), attitudes toward advertising (Huang and Hutchinson, 2008; Brackett and Carr, 2001); attitudes toward the brand (Dahlen, 2005; Cho, et al , 2001), brand loyalty (Miniard, et al , 1992), the effects of advertising on the intention to purchase a brand or product (Cho, et al , 2001) and the impact of brand familiarity and experience on advertising effectiveness (Dahlen, 2001) Other studies have examined issues related to advertising in the traditional media and the Internet (Wakolbinger, et al , 2009; Dahlen and Edenius, 2007; Nysveen, et al , 2005; Chang and Thorson, 2004; Gallagher, et al , 2001; Schumann, et al , 2001; Yoon and Kim, 2001a; Yoon and Kim, 2001b; Bezjian-Avery, et al , 1998; Bush, et al , 1998; Leong, et al , 1998) A study has found that consumers exhibit no major differences in their responses to the advertising on the Internet and to the advertising in other media (Pavlou and Stewart, 2000) Several attempts to differentiate the Internet and other media results in comparison between consumers' response in the traditional media in terms of ‘recall', ‘attitude change' and ‘brand choice' (Pavlou and Stewart, 2000) A study by Bezjian and her colleague (1998) for example, compared interactive advertising and traditional media by using ‘hierarchical traversal design' This design used impact measures usually employed for traditional media such as ‘recall', ‘recognition', ‘attitude' and ‘purchase intention' (p 23) On the other hand, Dreze and Zufryden (1998) proposed that several critical measurement issues need to be resolved before Internet advertising can be compared to other 19 N A Adzharuddin - Marketing Communication Through The Integration of New Media … media and considered vital in a company's media mix, issues such as the recognition of ‘password' and ‘cookies' of unique visitors to websites (p 16) Some researchers have endeavoured examining different areas of the advertising effects such as behaviour affected by ad cues (Charbonneau and Garland, 2010; Dahlen and Edenius, 2007; Chandy et al , 2001), and attitude towards advertising using perceived value (Nam and Sternthal, 2008; Sheehan and Guo, 2005; Brackett and Carr, 2001; Ducoffe, 1996) However, the kinds of different perspective of measurement needed, to measure advertising effectiveness of different media (McGrath and Mahood, 2004; Bruner and Kumar, 2000; Pavlou and Stewart, 2000; Stewart, 1999) In addition to that, there is also a difference in relation to data collection using surveys on the Internet as compared to survey collected in the traditional media method (Dreze and Zufryden, 1998) The Internet also differs from the traditional media in terms of the exposure to advertisements (Cho, et al , 2001) The levels of exposure differ from media to media, as well as from consumers to consumers In general, consumers have more control of the levels of exposure of advertising on the Internet Exposure to advertising in the print media can also be controlled by consumers by not looking at the pages that contain advertisements in magazines or newspapers On the other hand, television viewers have the choice to switch to different channels to ignore the television advertising However, similarly, web users as consumers also have the chance to click to other links or advertisements which suited their interests There have also been debates on whether the Internet can be compared to other media It was suggested years ago that it is difficult to compare the advertising on the Internet and with advertising on the other media since the Internet has its own characteristics as compared to the traditional media (Nysveen, et al , 2005; Green, 2000; Dreze and Zufryden, 1998; Ducoffe, 1996; Hoffman and Novak, 1996) Apart from this factor, the Internet and other media of communication each encompasses distinctive characteristics, which makes it difficult to make parallel comparisons among them The measurement of advertising effectiveness in the Internet as well as that of in other media is not directly comparable due to the fact that Internet advertising itself comprises of different characteristics compared to the advertising in older established media The most apparent differences are in terms of the interactivity (White, et al , 2003; Coyle and Thorson, 2001) and the technological capabilities of the Web (Leong, et al , 1998) As a result of such differences, Pavlou and Stewart (2000) stated that the ‘advertising evaluation should not only focus on ‘outcomes', but also concentrate on both the ‘processes' and ‘outcomes' Nevertheless, due to increasing effort of technological innovation, ‘interactivity' does not only belong to the Internet, but also to other ways of communication In fact, television has already offered interaction with viewers as consumers (Nysveen, et al , 2005) This includes 20 The Public Administration and Social Policies Review IV Year, No 1(8) / June 2012 interactive television viewing for certain programme or for a particular advertising (i e Telewest cable TV) Some researchers have also investigated the perception of the Web as an advertising medium in relation to the traditional media using websites among advertisers (Chiagouris and Lala, 2009; Bush, 2008; Yoon and Kim, 2001b; Bush, et al, 1998; Leong, et al, 1998) whereas others have examined consumer perceptions and their impact across various media (Elliot and Speck, 1998) Meanwhile, Yoon and Kim (2001b) have sought to compare the effectiveness of the Internet with the traditional media by focusing on the factors that affect the choice of media, by investigating the attitude toward advertising The result shows that Internet advertising is better suited for highly involved and rationally oriented consumers ‘Involvement', was also proved to have an association with the information processing of advertising content (McGrath and Mahood, 2004; Burnkrant and Sawyer, 1983) Based on most of the studies, the Internet can be considered an important media alternative It can be an effective marketing communication tool for a particular type of consumer; nevertheless, more studies should be conducted to support its maximum potential in the future Studies on web advertising have increased steadily ever since its establishment Internet advertising is a new medium that has become an increasingly recognized marketing communication channel for advertisers as well as for consumers However, the effectiveness of web advertising still remains uncertain and disputable In general, advertising functions to communicate a message about a product to potential customers Different media of communication have different strengths and hence, different media are used for advertising to distinct target audiences It is still too early to say whether advertising on the Internet can function similarly to the advertising in other media Researchers have attempted to justify and substantiate the position of web advertising, in order to understand what web advertising can really do for its consumers and what consumers can get from web advertising Various researchers have focused on different advertising effects issues Some studies have investigated the effectiveness of advertising by using consumers' involvement with products, and have shown that advertising effectiveness for a high involvement product appears to be ‘relevance-driven', with reputation enhancing outcomes only when the website's content is relevant to the advertisement product category Meanwhile, Bruner and Kumar (2000) examined consumers' experiences with the web and suggested that consumers' attitudes- toward-websites should be considered as important precursor in advertising effects Other researchers have focused on the effects related to levels of exposure For instance, Cho, et al (2001) examined the effects of banner advertisement, particularly investigating the effects of different levels of forced exposure to banner ads on consumers' responses The effects were observed through 21 N A Adzharuddin - Marketing Communication Through The Integration of New Media … consumers' perceptions, clicking behaviour (banner ad), attitudes toward the advertisement and the brand, as well as in terms of purchase intention The results revealed a significant positive relationship between the different levels of exposure and ad-related perceptions and clicking on banner ads among consumers Increased exposure to a banner ad was associated with more favourable attitudes toward it and towards the advertisement and the brand Increased exposure was also linked to greater purchase intention, awareness and the increase of clicking behaviour On the other hand, Ducoffe (1996) examined the perceived value of web advertising, as a useful measurement criterion for evaluating advertising effects, particularly the effects of web advertising He investigated three factors: ‘informative-ness', ‘irritation' and ‘entertainment' to explain how consumers assess the value of advertising (p 23) This model tried to explain how advertising value related to attitude toward advertising CURRENT TREND: INTEGRATION OF TELEVISION AND THE INTERNET? Other studies have examined issues related to advertising in the traditional media and the internet, specifically focusing on interactive advertising in comparison with traditional advertising (Christophers, 2008; Schumann, et al , 2001; Stewart and Ward, 2002; Bezjian-Avery, et a l, 1998), perceptions of advertising clutter across various media (Elliot and Speck, 1998), effectiveness of the web site with traditional media (Leong, et al , 1998); media use (Ferle, et al , 2000), media choice (Yoon and Kim, 2001a; Yoon and Kim 2001b) and comparison of attitudes toward advertising (Brackett and Carr, 2001) In their study, Elliot and Speck (1998) investigated the perceptions of advertising clutters across various media among consumers using a large-scale survey Six media which that include television, radio, magazines, newspapers, Yellow Pages and direct mail were examined ‘Perceived clutter', ‘hindered search', and ‘disruption' were negatively related to ad attitudes and positively related to ad avoidance Nevertheless, the findings varied across different media studied Bush, et al (1998) also examined the perception of the Internet as a marketing communications tool, but focused on the perception using a national sample of advertisers Based on the result of their studies, four major issues were found They are: advertisers had already incorporated the Internet in their marketing communication mix, advertisers perceived “greater Internet presence” since it was regarded a potential source of product information, advertisers were still unsure about the effectiveness of the Internet and finally and lastly, advertisers felt that certain issues such as security, privacy and measurement of ‘effectiveness' were the main “barriers to utilizing the Internet as a marketing tool” (Bush, et al , p 25) 22 The Public Administration and Social Policies Review IV Year, No 1(8) / June 2012 Similarly, Leong et al (1998) also examined the managers' perception (in this case, the Web managers) and compared the effectiveness of the websites with other eight traditional media However, they also looked into motives of using the website (why and how) and associated it with the attributes of the various media This study also found out that the website complemented other media and suggested that it should be “integrated” in the marketing communications mixes in the organizations studied (p 49) On the other hand, Tse and Yim (2001) examined several factors that affect the choice of channels, particularly focusing on the online versus the conventional channels The ability to “physically see” the product was the only reason that differentiated consumers' purchasing from the physical bookstore, as compared to the online ‘bookstore' (p 137) In comparing the use of new technology and the traditional media, a study explored the media use aspect on teen market segments (Ferle, et al , 2001) A survey was used to investigate the allocation of time spent across media, media choice in relation to activities, the frequency of Internet use in relation to different sexes, and the perception of the Internet in comparison with other means of interpersonal communication By providing the overview of the use of media among the teenagers, this study demonstrated the fact that teen market segments use different media in relation to their variety of needs Recent studies also support the choice of media channels that include the new medium (Kachhi, and Link, 2009; McIlroy, 2008) In contrast, Yoon and Kim (2001a) investigated the choice and use of the Internet ads, in relation to various product categories By using the Internet as an advertising medium, two dimensions of consumer characteristics: involvement and affective or rational orientation were identified as being related to ‘highly involved products' (p 361) This means that consumers who are highly involved and rationally oriented tend to be more appropriately related to using the Internet to search for information A study by Bracket and Carr (2001) reported the comparison between the attitudes of consumer versus mature student, in relation to cyberspace advertising and other media By adding two ante-cedents variables to Ducoffe (1996) model, ‘credibility' and ‘relevant demographic' variables, this study offered a new model of attitude toward advertising The student samples, in contrast to Ducoffe's sample, found web advertising were “irritating, annoying or insulting to peoples' intelligence” (p 23) In this study, web advertising was regarded as an advertising medium The nature of web ad was perceived in general, without distinguishing the different types of web advertising available such as banner ads, homepages or websites and e-mail advertising Unlike other studies, this study focused on a particular type of web advertising and examined the effects and impact of advertising more in depth In addition to that, it also compared the findings of web advertising with other 23 N A Adzharuddin - Marketing Communication Through The Integration of New Media … media that include catalogue or direct media, radio, television and print media: magazine and newspaper (Brackett and Carr, 2001) NEW INSIGHTS OF THE INTEGRATION OF NEW MEDIA AND TRADITIONAL MEDIA There have been extensive studies on communication and persuasion effects, particularly advertising in the traditional media Recently, there has been an increase of interests on the new media, especially the Internet or the web, as a means of advertising and marketing communication Previous research on advertising focused more on the impact of advertising consumers or marketing as well as audiences or readers in a particular media such as television (i e Sheehan and Guo, 2005; McGrath and Mahood, 2004; Krugman, 1965) and print (Malaviya, 2007; Mehta, 2000) On the other hand, advertisers have shown interests in developing new strategies in enhancing the competitiveness of their product These include various creative ways in order to cope with the growing diversity of channels of communication Among the newly gained media attention is the Internet Due to the emergence of the Internet, social needs of consumers and the demand of the Internet as part of the channel of communication which communicates advertising to consumers, there is an urgency to further investigate the phenomenon Nevertheless, these areas of research have also emphasized more on traditional media, especially the combination of television and print media The Internet or the web as an advertising medium have been a recent interest and there are still questions left unanswered whether web advertising can be part of the medium to communicate advertising as a persuasive message to consumers Despite the attention on advertising effects in various media, not many studies attempt to relate the Internet to traditional media as part of the advertising strategy Most of the studies focusing on the Internet as a medium investigated the advertising effects in relation to obtaining more information about the characteristics of the Internet users, for example on the demographics of Internet users or how those users navigate websites Of course, knowing the background of users may provide some important information to advertisers Nevertheless, only recently there have been studies that shifted to a more interesting and challenging combination of medium, in relation to investigate and explore the advertising effectiveness and strategies such as the combination of print and web medium (Gallagher, et al , 2001; Schlosser and Kanfer, 1999; Sundar, et al , 1999) Certainly, the number of this kind of studies has grown in recent years ((Wakolbinger, et al , 2009; Bush, 2008; Dahlen and Edenius, 2007; Sheehan and Guo, 2005; Janiszewski, et al , 2003) In examining the issues on impact of advertising, the function or purpose of using the Internet is assumed to be similar to other traditional media, but a question mark lies over the extent of its function, impact and effectiveness For 24 The Public Administration and Social Policies Review IV Year, No 1(8) / June 2012 example, there is increasing number of research that highlighted the potential benefits of web advertising (Ying, et al , 2009), as compared to the traditional media (Chiagouris and Lala, 2009; McIlroy, 2008; Wakolbinger, et al , 2009; Christophers, 2008; Dahlen and Edenius, 2007; Chang and Thorson, 2004; Edwards and La Ferle, 2000) Therefore, further study should be done in the future to add to the depth of understanding regarding the issues of memory and attitude upon advertising through the manipulation of traditional and non-traditional media and the utilization of celebrity endorsement CONCLUSION Previous studies that focused on the importance of specific features in advertisements in relation to advertising and two channels of communication and analyzing the effects of integrating advertising in the Internet and television as the channels of communication are still limited In addition to this, the findings in the area of marketing communication that integrated new media and traditional media were mixed Those studies have been focusing more on comparing the advantages and disadvantages of both media as well as the analysis on a single medium of communication Therefore, the full potential of the integration of traditional and new media to be applied by advertisers and marketers are still underdeveloped and needs more attention However, the discussion is restrained to most studies done in European countries that include United Kingdom and the United States of America and cannot be generalized to other market segments This discussion hopes to contribute to the current scenario where advertising is heading towards a multi- channel approach rather than relying on a single medium with the focus on more educated and computer literate consumers BIBILIOGRAPHY 1 AMBLER, T ; T BURNE, The Impact of Affect on Memory of Advertising, in Journal of Advertising Research, Vol 39, No 2, 1999, pp 25-33, 1999 2 BEZJIAN-AVERY, et al New Media Interactive vs Traditional Advertising, in Journal of Advertising Research, Vol 38, No 4, 1998, pp 23-33, 1998 3 BRACKETT, L K ; CARR Jr , B N , Cyberspace Advertising vs Other Media: Consumer vs Mature Student Attitudes, in Journal of Advertising Research, Vol 41, No 5, 2001, pp 23-32 4 BRAUN- LATOUR, K A ; M S LATOUR, Assessing the Long-Term Impact of A Consistent Advertising Campaign on Consumer Memory, in Journal of Advertising, Vol 33, No 2, 2004, pp 49-61 5 BRUNER, G C ; A KUMAR, Web Commercials and Advertising Hierarchy- of-Effects, in Journal of Advertising Research, Vol 40, No 1&2, 2000, pp 35- 42 25 N A Adzharuddin - Marketing Communication Through The Integration of New Media … 6 BURNKRANT, R E ; A G SAWYER, Effects of Involvement and Message Content on Information Processing Intensity, in Information Processing Research in Advertising, edited by R J Harris, Lawrence Erlbaum Associates, Hillsdale, 1983, pp 43-64 7 BUSH, A J, et al Advertiser Perceptions of The Internet as a Marketing Communications Tool, in Journal of Advertising Research, Vol 38, No 2, 1998, pp 17-27 8 BUSH, M , Traditional Ad Channels Lesser Evil Among Consumers Advertising Age, Vol 79, No 31, 2008, p 22 9 CHANDY, R K , et al What to Say When: Advertising Appeals in Evolving Markets, in Journal of Marketing Research, Vol 38, 2001, pp 399-414 10 CHANG, Y ; E THORSON, Television and Web Advertising Strategies, in Journal of Advertising, Vol 33, No 2, 2004, pp 75-84 11 CHARBONNEAU, J ; R GARLAND, Product Effects on Endorser Image, in Asia Pacific Journal of Marketing and Logistics, Vol 22, No 1, 2010, pp 101- 110 12 CHIAGOURIS, L ; V LALA, Beauty is in the Eye of the Tech Manager: How Technology Orientation and Interactive-Media Knowledge Can Drive (or Stall) Change, in Journal of Advertising Research, Vol 49, No 3, 2009, pp 328-338 13 CHO, C H , How Advertising Works on the WWW: Modified Elaboration Likelihood Model Available at: http://www utexas edu/coc/admedium/Ivory/CHOJCIRA?jcira html [Accessed 7 September 2001], 1999 14 CHO, C H , et al Different Forced-Exposure Levels to Banner Advertisements, in Journal of Advertising Research, Vol 41, No 4, 2001, pp 45-56 15 CHOWDHURY, R M , et al Investigating the Simultaneous Presentation of Advertising and Television Programming, in Journal of Advertising, Vol 36, No 3, 2007, pp 85-96 16 CHRISTOPHERS, B , Television's Power Relations in The Transition to Digital: The Case of The United Kingdom Television and New Media, 9(3), 239-257 Available At: http://tvn sagepub com [Accessed 2 December, 2009], 2008 17 COYLE, J R ; E THORSON, The Effects of Progressive Levels of Interactivity and Vividness in Web Marketing Sites, in Journal of Advertising, Vol 30, No 3, 2001, pp 65-77 18 DAHLEN, M ; M EDENIUS, When Is Advertising? Comparing Responses to Non-Traditional and Traditional Advertising Media, in Journal of Current Issues and Research in Advertising, Vol 29, No 1, 2007, pp 33-42 26 The Public Administration and Social Policies Review IV Year, No 1(8) / June 2012 19 DREZE, X ; F ZUFRYDEN, Is Internet Advertising Ready for Prime Time?, in Journal of Advertising Research, Vol 38, No 3, 1998, pp 7-19 20 DUCOFFE, R H, Advertising Value and Advertising on the Web, in Journal of Advertising Research, Vol 39, No 5, 1996, pp 39-42 21 EDWARD, S ; C LA FERLE , Cross Media Promotion of the Internet in Television Commercial, in Journal of Current Issues and Research in Advertising, Vol 22, No 1, 2001, pp 1-12 22 ELIOT, M T ; P S SPECK, Consumer Perceptions of Advertising Clutter and Its Impact across Various Media, Vol 38, No 1, 1998, pp 29-41 23 GALAGHER, K , et al The medium Is Not The Message: Advertising Effectiveness and Content Evaluation in Print and on the Web, in Journal of Advertising Research, Vol 41, No 4, (July/August) 2001, pp 57-81 24 GREEN, J S (ed ), E-media: How to use electronic media for effective marketing communications, ADMAP Publications, Oxfordshire, 2000 25 HOFFMAN, D L and T P NOVAK, Marketing in Hypermedia Computer- Mediated Environments: Conceptual Foundations, in Journal of Marketing, 60 (July), 1996, pp 50-68 26 HUANG, Y ; J W HUTCHINSON Counting Every Thought: Implicit Measures of Cognitive Responses to Advertising, Vol 35, No 1, 2008, pp 98- 118, 2008 27 INTERNET ADVERTISING BUREAU [URL: http://www iabuk net], 2009 28 JANISZEWSKI, C , et al A meta-analysis of the Spacing Effect in Verbal Learning: Implications for Research on Advertising Repetition and Consumer Memory, in Journal of Consumer Research, Vol 30, No 1, 2003, 138 –149 29 KACHHI, M ; W LINK, Too Much Information: Does the Internet Dig Too Deep?, in Journal of Advertising Research, Vol 49, No 1, 2009, pp 74-81 30 KENT, R The Effects of Media-Source Cues in Ad Recall Tests, in Journal of Current Issues and Research in Advertising, Vol 24, No 1, 2002, pp 1-9 31 KRUGMAN, H E , The Impact of Television Advertising: Learning Without Involvement, in Public Opinion Quarterly, Vol 29, No 3, 1965, pp 349-356 32 KUMAR, A ; S KRISHNAN, Memory Interference in Advertising: A Replication and Extension, in Journal of Consumer Research, 30(March), 2004, pp 602-611 33 LEONG, E , et al Comparing the Effectiveness of the Website with Traditional Media, in Journal of Advertising Research, Vol 38, No 5, 1998, pp 44-51 34 MALAVIYA, P , The Moderating Influence of Advertising Context on Ad Repetition Effects: The Role of Amount and Type of Elaboration, in Journal of Consumer Research, Vol 34, 2007, pp 32-40 35 MALTHOUSE, E , et al The Effects of Media Context Experiences on Advertising Effectiveness, in Journal of Advertising, Vol 36, No 3, 2007, pp 7-18 27 N A Adzharuddin - Marketing Communication Through The Integration of New Media … 36 MINIARD, P W , et al , Peripheral Persuasion and Brand Choice, in Journal of Consumer Research, Vol 19, No 2, 1992, pp 226-239 37 MCGRATH, J M ; C MAHOOD, The Impact of Arousing Programming and Product Involvement on Advertising Effectiveness, in Journal Of Current Issues and Research in Advertising, Vol 26, No 2, 2004, pp 41-52 38 MCILROY, M , Serving Other Media with TV Ups Appetite for Products, in Advertising Age (Adage com), Vol 79, No 22, 2008, pp 4-50 39 MCQUARRIE, E F ; D G , MICK, Visual and Verbal Rhetorical Figures under Directed Processing Versus Incidental Exposure to Advertising, in Journal of Consumer Research, Vol 29 (March), 2003, pp 579-587 40 MILLER, S ; L BERRY, Brand Salience versus Brand Image: Two Theories of Advertising Effectiveness, in Journal of Advertising Research, Vol 38, No 5, 1998, pp 77-83 41 MOORMAN, M et al , The Effects of Program Responses on the processing of Commercials Placed at Various Positions in the Program and the Block, in Journal of Advertising Research, (March),2005, pp 49-59 42 MOORMAN, M , et al , The Effects of Program Involvement On Commercial Exposure and Recall In A Naturalistic Setting, in Journal of Advertising, Vol 36, No 4, 2007, pp 121-137 43 NAM, M ; B STERNTHAL, B , The Effects of a Different Category Context on Target Brand Evaluations, in Journal of Consumer Research, Vol 35, No 4, 2008, pp 668-679 44 NYSVEEN, H et al , WebTV Channel Additions: Channel ‘Complementarity' in the Broadcasting Industry, in The International Journal on Media Management, Vol 7, No 3&4, 2005, pp 127-137 45 PAVLOU, P A ; STEWART, D W , Measuring the Effects and Effectiveness of Interactive Advertising: A Research Agenda, in Journal of Interactive Advertising, Vol 1, No 1, (Fall), 2000, pp 1-20 46 PERRACHIO, L A ; J MEYERS-LEVY, Using Stylistic Properties of Ad Pictures to Communicate With Consumers, in Journal of Consumer Research, Vol 32, No 1, 2005, pp 29-40 47 SHAMASANI, P , et al , Location, Location, Location: Insights for Advertising Placement on the Web, in Journal of Advertising Research, Vol 41, No 4, 2001, pp 7-21 48 SHEEHAN, K ; A GUO, “Leaving on a (Branded) Jet Plane”: An Exploration of Audience Attitudes towards Product Assimilation in Television Content, in Journal of Current Issues and Research in Advertising, Vol 27, No 1, 2005, pp 79-91 49 SPEETZEN, R , The Multiplier Effect: TV + Print Improves Communication, in European Society for Opinion and Marketing Research, (January), 2001, pp 1-26 28 The Public Administration and Social Policies Review IV Year, No 1(8) / June 2012 50 STAFFORD, M R , et al Celebrity Images in Magazine Advertisements: An Application of the Visual Rhetoric Model, in Journal of Current Issues and Research in Advertising, Vol 25, No 2, 2003, pp 13-20 51 STEWART, D W , Advertising Wearout: What and How You Measure Matters, in Journal of Advertising Research, Vol 39, No 5, 1999, pp 39-42 52 STEWART, D W ; S WARD, Media Influences on Marketing Communications, in Media Effect: Advances in Theory and Research, edited by J Bryant and D Zillmann, Lawrence Erlbaum Associates, New Jersey, 2002, pp 353-392 53 SUNDAR, S S , et al , Does Web Advertising Work? Memory For Print vs Online Media, in Journalism & Mass Communication Quarterly, Vol 75, No 4, (Winter), 1998, pp 822-835 54 WAKOLBINGER L M , et al , The Effectiveness of Combining Online and Print Advertisements, in Journal of Advertising Research, Vol 49, No 3, 2009, pp 360-372 55 WHITE, C , et al , Dot Com Fever: Deconstructing The Boom and the Bust: Conference Papers of May 23, 2003 at the International Communication Annual Meeting San Diego, California, 1-25, 2003 56 YI, Y , The Effects of Contextual Priming in Print Advertising, in Journal of Consumer Research, Vol 17, No 2, 1990, pp 215 –222 57 YING, L , et al , The Effect of Ad Value, Ad Placement and Ad Execution on the Perceived Intrusiveness of Web Advertisements, in International Journal of Advertising, Vol 28, No 4, 2009, pp 623-638 58 YOON, S-J ; J-H KIM, The Effects of Perceived Consumer Characteristics on the Choice and Use of Internet Ads , in Brand Management, Vol 8, No 4, 2001, pp 346-364 (2001a) 59 YOON, S-J ; J-H KIM, Is the Internet More Effective Than Traditional Media? Factors Affecting the Choice of Media, in Journal of Advertising Research, Vol 41, No 6, 2001, pp 53-61 (2001b) 29